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The rapid development of China's real estate industry attracts the attention of 
scholars .Research of real estate advertisement is also in full swing. In the eyes of 
Chinese, house is not just "a place to live", and more about "home", which is the 
symbol of status. Real estate advertising stands for the pursuit of cultural values 
behind the house. Based on the theory of visual grammar, taking the real estate 
advertisement of Guangzhou Daily as a case, to explore how the images fulfill the 
construction of cultural values in the real estate advertising. By means of visual 
syntax analysis. 
Quantitative research and qualitative research are combined in our study. First, 
344 AD samples were selected, and then we analyzed the samples by content analysis 
methods. We found eight major cultural values in the sample advertisement images: 
Social status (21%), Natural (20%), Enjoyment (15%), Oneness with nature (11%), 
Modernity (10%), Quality (9%), Convenience (8%) and Family (7%). 
Then, we analyzed the representative samples of the eight major cultural values 
with the qualitative study, and we try to explore the different manifestation of "visual 
grammar" when the real estate advertisement images appeal to one kind of the major 
cultural values. 
The research found that: (1) real estate advertising which uses image has certain 
regularity; (2) for expressing the appeal theme in the better way, real estate 
advertising, in the design and production of advertising images uses the visual syntax 
framework consciously or unconsciously; (3) the appropriate design and application 
of real estate advertising image in newspaper, not only help to attract the consumers’ 
attention, but also can produce an effect on their understanding of the advertising 
appeal. 
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